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Misty is the #1 source of Virginia Slims outflow, 
followed closely by premium brands such as 
Marlbpro_an^Benson & Hedges. 
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Virginia Slims is among the top brands for 
women. 
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Consumer Summary 
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Virginia Slims maintains its strength among women. 

Virginia Slims share of YAFS increased slightly in 1995 (vs. 

1994), after consecutive annual declines. 

Switching gap continues to narrow annually, although still 
negative. 

Alternate purchase gap has been sustained at the same level 
since 1994, 

Misty continues to be the number one destination for Slims 
outswitching and alternate outflow. Also, premium brands 
are becoming a major source of alternate outflow. 

Virginia Slims ranks among the top 5 brands among women 
smokers. 

Non-female positioned brands are just as popular with 
women smokers as female positioned brands. 
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Virginia Slims Demographic Profile 
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After annual declines, Virginia Slims share of YAF 
increased slightly in 1995. ^ 
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Premium brands are the primary source of 
Virginia Slims inswitching. 



SOURCE; CTS 12MM FEB 96 


^ir6S0OSfrO3 


15 

MORGAN 4/S/% 


Source: https://www.industrydocuments.ucsf.edu/docs/lqvn0004 


















